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Abstract 
When referring to service, quality cannot be verified through a quality assurance department, because most of the time, clients only have one 
opportunity of evaluating the service given; in this concern and according with the demand to evaluate quality service in the companies that 
offer service to their clients, in 1985, Parasuraman, Valerie A. Zeithaml and Leonard L. Berry established SERVQUAL, which is sustained 
under the GAPS theory that explain the differences between clients´ perception and reliance about a service. For this empiric research the 
Agencia Fiscal del Estado, a collecting taxes office in Hermosillo, Sonora, was chosen with the intention of measure the differences between 
taxpayers’ global expectations and their perception about the service received; in a manner of proving which of the five quality dimensions 
evaluated through the SERVQUAL method has a positive impact in the degree of satisfaction of the taxpayer that goes to that office to make a 
tax payment. 
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1. Introduction 

The subjective nature of the services offered by companies in combination with a stereotype client more and more 
demanding has developed the need of concentrating efforts in the study of service quality; as well as its measure, assurance and 
pursuing in order to improve, in a continuous way, the services offered. Nowadays, there is much talking about quality, as 
education quality, industrial quality; therefore service quality cannot be omitted. It is an important matter and the foundation of 
any company because the failure or success of any organization depends on it. One of the main quality indicators in a service is 
the client’s satisfaction. However, the general outcome in this kind of business relies on aspects and variables such as individual 
perception and the specific characteristic of each service, which makes its study more complex. 
The importance of offering a quality service has been the subject of many studies, and from there the interest in developing 
models that permit its measure; as the one developed by Parasuraman, Zeithaml and Berry (1998): SERVQUAL (Service of 
Quality). The authors propose a tool delineated by a questionnaire, to measure the quality in a service with the SERVQUAL 
scale, mainly based in the differences between clients’ perception and expectation about the most important dimensions in a 
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particular service. The quantitative results offered by the model can be used as the pattern to determine the costs of “bad quality” 
in the services, and the value of the investments that can be made (economic and human) to improve quality.    
When alluding to quality it is not only referring to goods, but also to service, but in this case quality is intangible. These are 
personal experiences of clients with a company’s employee. Due to interest showed by companies to accomplish quality and 
needs of costumers related to the service offered, surged the demand of defining the term “quality service”. (Llorens y Fuentes, 
2000). A quality service is not only “adjust to specifications”, but to adjust to the needs of the clients. There is a vast difference 
between the first and the second perspective. Service organizations that make mistakes with their clients, no matter how fast the 
service is done, they are not offering a quality service. (Berry, Bennett and Brown. 1989). On the other hand, Standard ISO 
9001:2008 defines client’s satisfaction as the perception it has about the grade in which they requirements have been 
accomplished. Therefore, excellent companies have to measure their performance according to their competitors; as well as the 
best companies that employs the same productive or administration processes, establishing clients’ perception about their 
products and services and if they are really satisfied or not. 
The purpose of this empiric investigation consisted in evaluating service quality to determine the satisfaction of Agencia 
Fiscal del Estado clients, specifically in the taxes collection area, through the application of SERVQUAL method, intending to 
expose a useful tool to quantify client’s satisfaction; to perceive the difference between the previous expectations and the 
appreciation of the service offered. For the evaluation of quality service in Agencia Fiscal del Estado, in the taxes collection 
area, the method was supported with a questionnaire based in SERVQUAL to determine the quality satisfaction level in the 
service offered to their clients. First, the questionnaires were adapted to each of the areas to measure; next a pilot test to continue 
with deciding the size of the portion, frequency of application of the questionnaire, already validated by the investigation team, 
and finally, interpretation of the results obtained. 
 
2. Experimental 
 
Due to the importance of clients satisfaction for companies and organizations in general, tools emerged to measure quality in 
the service and therefore, to know the level of satisfaction of the clients; as the SERVQUAL tool that was developed by 
Zeithaml, Parasuraman y Berry (1993), where the key factors are evaluated to measure the quality in the service offered. Figure 
1 displays the client’s evaluation of quality service model in which SERVQUAL method is based. 
In this model it is established that the client expects a service (expectation) and assumes will receive it; conscious or 
unconsciously evaluates certain characteristics (service dimension) while receiving the service, what allows them to have an idea 
about it (perception) and evaluates it once is over. For this reason, SERVQUAL is one on the main information resources for 
companies to know clients’ satisfaction level, establish opportunities areas and propose and applies improvements to have 
satisfied clients. Client’s satisfaction is very important for all companies, reason why they have started to search for the way of 
improving in that aspect, offering a quality service to be in vanguard with other companies and to keep their clients. 
 
 
 
 
 
 
 
 
 
 
 
 
Fig. 1. SERVQUAL Model 
Without a doubt, one of the most important models to measure quality service is SERVQUAL’s scale, in which are resumed 
the models of differences between perceptions and expectations and the quality service five dimensions or Gaps; this scale is 
based on questionnaires applied to customers in a direct way, including quantitative and qualitative aspects grouped in five 
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dimensions, which are represented in Table 1; that gives us a total of 22 statements that try to gather the expectations of an 
excellent service and the perceptions of the services received. 
 
                                                 Table 1. Five dimensions of quality service or Gaps 
Number Dimension or GAP 
1 Tangibles 
2 Reliability 
3 Responsiveness 
4 Assurance 
5 Empathy 
 
This model was designed as a result of a research made in different categories of services. The model defines quality service 
as disarrangement between the previous service expectations and the perception of the service offered; this can be measured 
from the difference of both concepts. With a higher difference between perceptions of the service and expectations, a higher 
quality result. The general disarrangement (Gap 5) can be the consequence of four disarrangements (Gap 1, Gap 2, Gap 3, and 
Gap 4). The SERVQUAL method has become of interest for a great number of investigators. (Ekinci et al., 1998). 
On those bases, quality concept is important for every organization and the people who integrate them. The eagerness of 
achieving perfection in the quality of the products and services offered by companies or organizations has impelled working with 
continuous improvement to achieve their goals, that is why service client is an important factor in organizations, but as the same 
time can be a problem for them because in the case that applications are not performed correctly could lead to the failure of an 
organization. In behalf of this, derives the demand of making the present investigation, with the intention of measure clients’ 
satisfaction level of the service offered in Agencia Fiscal del Estado de Sonora. 
 
3. Theory/calculation 
 
To carry out the research, was relevant to inquire about personnel quality services offered by Agencia Fiscal del Estado, 
through its tax payer’s attention module. Through SERVQUAL method, it is intended to measure the service quality offered in 
one of the most representative five branches in the city of Hermosillo, Sonora in relation to the size and the number of tax 
payers. The research took place during the last two weeks of June 2013 (June 17 to June 28, 2013). This investigation is framed 
within the quantitative approach with the procedure for the inductive-deductive knowledge acquisition. It is limited as an empiric 
investigation, beginning from an exploratory, descriptive level through a non-experimental-transversal design, because the 
information is handled in a qualitative manner for a better interpretation, but the original difference of opinion of the primary 
information sources are not modified, whereas phenomenon and positions were observed in a period of time of two weeks, from 
Monday to Friday, and the opinion of clients that came up to Agencia Fiscal to pay their contributions were taken for registration 
and subsequent analysis.  (Kerlinger & Lee, 2002).  
In the tax collection offices the following clients’ unconformities about quality service are present: lack of interest in helping 
the client; slow service; lack of personnel; malfunctioning of the data base system; little empathy from personnel to clients; lack 
of knowledge about quality service among the personnel. For this reason, in this research this topic is taken to get better results 
and establish clients’ quality satisfaction level and the Service Quality Indicators (SQIs). Therefore, the following question is 
brought out: which is the clients’ satisfaction level and the service quality indicators in Agencia Fiscal del Estado located in the 
city of Hermosillo, Sonora? Regarding the size of the clients sample and with the purpose of generalizing the results, a sample 
was chosen according to the criteria for a probability sampling and for an infinite population (Hurtado, 2000), that emitted a 
sample of 96 people or clients for each one of the branches; however, for the convenience of the investigator, the final sample 
was of 100 clients, with a confidence coefficient of 95% and an error estimation of 10%, as is shown in the following Formula: 
  
 
(1) 
  
 
Z= Confidence level; 
p= Success likelihood; 
q= Failure probability; 
e= maximum allowable error; 
When the probability or the proportion of success is unknown, is necessary to use conservative criteria like (p=q=0.5), which 
maximizes the sample size. If the certainty of Zα is equal to 95%, then the coefficient is 1.96. In this research primary and 
secondary sources were employed; for the first ones survey technique was applied trough a questionnaire intended to gather the 
perception about the service offered in the most representative branch of Agencia Fiscal del Estado in Hermosillo, Sonora. The 
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tool administer is formed by 24 items of points Likert’s scale, which was brought under validity and reliability tests. To estimate 
the reliability of the scale used in the research and for this investigation, it was coded as follows: Totally satisfied (5); Satisfied 
(4); Not satisfied or unsatisfied (3); Unsatisfied (2); and Totally unsatisfied (1); in the same manner Cronbach’ alpha or internal 
consistency was used. (Carmines & Zeller, 1983). Alpha estimates the limit inferior of the reliability coefficient and it’s 
expressed through Formula 2, given as a result a 0.908 coefficient. For this reason the measuring instrument used in this research 
is reliable.  
 
 
(2) 
 
 
Where K is the number of the test items, Si2 is the items variance (from 1…i) and S2sum is the total test variance. The 
coefficient measures the test reliability according to two terms: the number of items (or size of the test) and the proportion of 
total variance of the test due to the covariance among its items. This means that reliability depends on the size of the test and the 
covariance among its items, as is shown in Table 2.  
 
                                     Table 2. Reliability Statistics 
Cronbach’s alpha 
Cronbach’s alpha 
based on elements 
represented 
No. of items 
.908 .939 24 
 
Below, each one of the variables used is described. Dimension (1) Tangibles: 6 items; referring to the facilities appearance, 
equipment, personnel, and communication tools. Dimension (2) Reliability: 5 items: referring to the capacity of offering the 
promised service in a serious manner, secure, formal, damage-free, doubts, risks and insecurity. Dimension (3) Responsiveness: 
5 items; the desire and disposition showing by the personnel to help the client and provide them with the best and fast service. 
Dimension (4) Certainty: 4 items; considered as the courtesy, the knowledge, professional competency and the ability of inspire 
confidence in the clients. Dimension (5) Empathy: 4 items; understood as the respect and personal thoughtfulness to clients. 
Likewise, two open questions were used to know more thoroughly what clients’ expectations were not fulfilled. 
Likert’s scale was applied, the same that SERVQUAL uses, reduced to five levels or measure points, instead of seven, because 
simplifies the answering of the questionnaire and facilitates the interpretation of the data given by the survey, as it is shown in 
Table 3. 
                  Table 3. LIKERT’s scale for client’s satisfaction interpretation 
LIKERT’s level           Meaning Percentage range of clients’ satisfaction 
1 Totally unsatisfied 0-20 
2 Unsatisfied 20-40 
3 Not satisfied or unsatisfied 40-60 
4 Satisfied 60-80 
5 Totally satisfied 80-100 
 
Table 3 shows Likert’s level and its meaning. Each level considers a percentage of 20 percent each one; this is an agreement 
made among the investigators and responsible of this article. The scale allows to see the client´s satisfaction level in each of the 
dimensions evaluated, permitting to establish the satisfaction percentage level for each one. Assuming that clients expect to 
receive a fully satisfied service, the value obtained from Likert’s scale would be five (5); in that sense by using SERVQUAL 
tool, the ongoing  average about the client’s perception at the moment of receiving a service is analyzed. On the other hand, the 
data obtained was captured and processed in a data base designed by the investigator, the Statistic Package for Social Sciences 
(SPSS V 21), for its easiness in operation; as well as the statistic software MS Office Excel 2013, for the making of the graphics 
shown. 
 
4. Results and discussion 
 
The first find consists in the ponderation that respondents gave to each one of the dimensions in the quality service of 
Agencia Fiscal del Estado, as is shown in Table 4. 
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6%
8%
36%
29%
21%
Very Lousy Service
Lousy Service
Regular Service
Good Service
Excellent Service
Table 4. General Average for each one of the five dimensions (client’s perception) 
 Tangibles Reliability Responsiveness Certainty Empathy 
Average 3.17 3.20 3.23 3.24 3.11 
GENERAL AVERAGE = 3.19 = 63.80% (SATISFIED) 
 
In Table 4 can be observed that the general result for Agencia Fiscal del Estado was 3.19, that is equivalent to 63.80% of 0-
100 client’s satisfaction percentage range in Likert’s scale, which means a satisfactory range according to client’s perception; 
however, the value obtained is closer to the range where the client is not satisfied or satisfied with the received service. Now, at 
the moment of using the SERVQUAL tool the perception average ongoing can be analyzed, considering that clients expect to 
receive a complete and satisfactory service, which equivalents to five points (5) or 100% in Likert’s scale, as it is shown in Table 
5, where the gap of what client expects (expectations) and what clients received (perceptions) at the moment of presenting at 
Agencia Fiscal del Estado is delimitated. 
   Table 5.  Delimitation of client’s expectation and perception at the moment of receiving a service 
 Tangibles Reliability Responsiveness Certainty Empathy 
Expectation 
Perception 
Difference 
5.00 
3.17 
-1.83 
5.00 
3.20 
-1.80 
5.00 
3.23 
-1.77 
5.00 
3.24 
-1.76 
5.00 
3.11 
-1.89 
 
It can be appreciated that the value farthest to zero (0) is the empathy dimension, which indicates that employees of Agencia 
Fiscal del Estado, object of this study, do not show any interest in client’s specific needs, being this concept with the lowest 
evaluation of the dimensions mentioned, followed by employees not showing courtesy or kindness while attending the tax 
payers. 
In Table 6 can be seen the opportunity areas found for each dimension, meaning, those values obtained that represent the 
lowest or worst evaluated by tax payers. 
    Table 6. Opportunity area by dimension evaluated 
 Dimension Opportunity area found Evaluation 
1 Taxes paid are not according to tax payer family income.  1.82 
2 Agencia Fiscal employees must respect the resolutions.  3.05 
3 Employees must show availability of service and support.  3.14 
4 Agencia Fiscal employees must be compassionate when dealing with clients.  3.05 
5 Agencia Fiscal employees must understand clients’ specific needs.  2.95 
 
Finally, the service general evaluation is comprised in a 59%, meaning, in the range of terrible to regular; therefore it is 
recommended that Agencia Fiscal del Estado responds to opportunity areas found and shown in Table 6 if the intention is to 
improve the quality service offered to tax payers. Obtained results are shown in Figure 2 and Table number 7. 
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Fig. 2. General Evaluation of the service offered in Agencia Fiscal del Estado. 
            Table 7. Type of Service evaluated 
Type of Service Frecuency Average Cumulative Frecuency 
Valid 
Very Lousy Service 6 6.0 6.0 
Lousy Service 21 21.0 27.0 
Regular Service 36 36.0 63.0 
Good Service 29 29.0 92.0 
Excellent Service 8 8.0 100.0 
Total 100 100.0  
 
In the Table number 8, it checks if the service quality is directly related to the five strongest areas of opportunity that were 
found in the present investigation and that relate to taxes, kindness, treatment, care and safety for employees in Agencia Fiscal 
del Estado provide to taxpayers. 
Since the critical value (0.000) is less than 0.005, it was decided to reject the hypothesis of equal means and concludes that 
populations defined by the five areas of opportunity found, do not possess an optimal service quality. 
Table 8. ANOVA, comparison of means 
Dimension Sum of Squares gl 
Mean 
Square F Significance 
Taxes paid are not according to 
tax payer family income. 
Between-groups 11.200 4 2.800 3.616 .009 
Intra-groups 73.560 95 .774   
Total 84.760 99    
Agencia Fiscal employees must 
respect the resolutions. 
Between-groups 27.617 4 6.904 9.770 .000 
Intra-groups 67.133 95 .707   
Total 94.750 99    
Employees must show 
availability of service and 
support. 
Between-groups 21.787 4 5.447 8.933 .000 
Intra-groups 57.923 95 .610   
Total 79.710 99    
Agencia Fiscal employees must 
be compassionate when dealing 
with clients. 
Between-groups 22.464 4 5.616 10.204 .000 
Intra-groups 52.286 95 .550   
Total 74.750 99    
Agencia Fiscal employees must 
understand clients’ specific 
needs. 
Between-groups 36.187 4 9.047 13.737 .000 
Intra-groups 62.563 95 .659   
Total 98.750 99    
 
5. Conclusions 
 
To conclude, while analyzing the tables and figures, can be inferred the importance that clients give to each one of the 
dimensions of quality service according to SERVQUAL method, being the empathy dimension the one that needs more 
attention, because clients consider the manner that employees of Agencia Fiscal del Estado attend their specific needs is not the 
appropriate one. In the same way, it is described the importance that clients give to each one of SERVQUAL five dimensions, 
being the most important the Certainty dimension, which indicates that clients are very concerned about certainty at the moment 
of paying taxes. 
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